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ABSTRAK 
Muhammad Sagacious Wuryono, D1215068, Strategi Komunikasi Pemasaran 
Starbucks Coffee Dalam Menarik Konsumen Pada Kalangan Remaja Di Kota 
Bogor, Skripsi, Jurusan Ilmu Komunikasi, Fakultas Ilmu Sosial dan Politik, 
Universitas Sebelas Maret, Surakarta, Oktober 2017. 
Starbucks Coffee adalah kedai kopi yang sudah sangat terkenal di dunia. Salah 
satu gerainya yang berada di Mall Botani Square Bogor sendiri memperoleh lebih 
dari 5000 transaksi di setiap bulannya dan juga pelanggan remaja yang selalu 
berkunjung hingga 13 kali pada setiap bulannya. Dari data tersebut menujukkan 
bahwa banyak remaja yang sering datang ke Starbucks Coffee. Strategi Komunikasi  
tentang produk, pelayanan, dan fasilitas yang diberikan oleh Starbucks Coffee 
merupakan alasan utama mengapa para remaja di Kota Bogor sering datang ke 
Starbucks Coffee. 
Penelitian ini bertujuan untuk mengetahui strategi komunikasi pemasaran yang 
dilakukan Starbucks Coffee dalam menarik konsumen remaja. Jenis penelitian ini 
menggunakan deskriptif kualitatif. Teknik pengumpulan data dilakukan melalui 
penelitian kepustakaan dan wawancara yang menggunakan teknik indeepth interview. 
Narasumber dalam penelitian ini berjumlah 9 orang yang diantaranya adalah 
karyawan Starbucks Coffee dan konsumen remaja Starbucks Coffee. Fokus penelitian 
ini adalah mengenai strategi dan bauran komunikasi pemasaran Starbucks Coffee 
dalam menarik konsumen remaja. 
Hasil penelitian ini diketahui bahwa Starbucks Coffee menggunakan rumusan 
strategi yaitu mengenal khalayak, menyusun pesan, menetapkan metode yang 
dipakai, seleksi dan penggunaan media. Selain itu, Starbucks Coffee menggunakan  
bauran komunikasi pemasaran yaitu periklanan, promosi penjualan, hubungan 
masyarakat, pemasaran tatap muka, pemasaran langsung, pemasaran melalui internet. 
Starbucks Coffee melakukan strategi komunikasi pemasaran kepada khalayak 
remajanya dengan menggunakan media sosial instagram, line, faceebook, dan twitter 
sesuai dengan kebutuhan pasar konsumen remaja. 
 
 
Kata Kunci: Strategi Komunikasi, Komunikasi Pemasaran, Konsumen Remaja.  
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ABSTRACT 
Muhammad Sagacious Wuryono, D1215068, Marketing Communication 
Strategy of Starbucks Coffee in terms of appeal consumer towards juvenile in 
Bogor, Thesis, Departement of Communication Studies, Faculty of Social and 
Political Science, Sebelas Maret University, Surakarta, October 2017. 
Starbucks Coffee is an eminent coffee shop was very well known, starbucks 
coffee located on Botani Square Mall, Bogor. Therefore, they obtained more than 
5000 transactions over the months, and reflected to the adolescent appearance who 
visited repeteadly a month. In spite above, the data demonstrates juvenile were 
prominent to stepping by through Starbucks Coffee. Hence, the main purpose of 
adolescent oftenly tend to visit Starbucks coffee are Communication Strategy trough 
product, serving, also supporting facilities. 
This research study aim is to deeply learn about Marketing Communication 
Strategy comitted by Starbucks Coffee due of appeal interest juvenile consumer. 
Subsequently, this research using references and field observatory methods, also 
supporting data collected by observed, interview and documentation. Furthermore, 
sources were comitted by nine persons such as, the employees of Starbucks Coffee 
and involvement through adolescent itself. This study research organized qualitative 
descriptive and indeepth interview, who lead the main purpose of research into 
strategy also Marketing Communication were reflected towards appealing interest of 
juvenile consumer. 
To sum up, this conclusion declare Starbucks Coffee have been using main 
strategy for instance, identify society, organize message, appoint methods and media 
preferences. Moreover, Starbucks Coffee has been using communication were 
reflected by advertising, selling promo, public relations, marketing via face-to-face, 
directly involved, also online. In addition, Starbucks Coffee comitted Marketing 
Communication Strategy onto juveline by social media such as, instagram, line, 
facebook and twitter in context suitable for juvenile consumer necessity. 
 
 
Keywords: Communication Strategy, Marketing Communication, Juvenile 
Consumer. 
 
 
